11
12
13
14
15
16
17
18

21
2.2
2.3
24

41
4.2
43
44
4.5
4.6
4.1

48 .

49
410
41



T 1966 (Rathmell, Cited in Mudie and Cottam, 1996 : 1-3)
1] (goods)ﬂ
* (Services)’
1981 (Booms and Bitner, 1981)

(Rathmell, 1970 ; Shostack, 1977, Gronroos, 1980, Cited in Booms and Bitner, 1981 : 47)

4 Ps
3 Ps
(Services Marketing Mx) ~ 7Ps

79 2005

(Kotler, 2000)

(  24)
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11

1985 Marketing News 1 1985 (AMA. Org, 2000)

(Katler, 2000 : 8)

f (M cCarthy,1982)

(2542 : )

12

(Gronroos, 1990)

(Booms and Bitner, 1981 : 47) (Bateson, 199%5)
(Lovelock, 199%) (Hoffman,  2000) (Kotler, 2000)



15

(American Marketing Association, 1960
cited in Gronroos, 1990 : P26)

(Gronroos, 1990 : 27)

(Kasper et d, 1999 : 9)

(Kotler, 2000 : 28)

(Zeithaml and Bitner, 2000 : )

(2540 : 117)

(541 :210)

(539

(54 180-18))
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13

1929 55 (Zeithaml and
Bitner, 2000 ; 5) 19% 9

( , 2541 J09)
(Hoffman, 2000 : 293-2%4)
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14

141

142

143

144

(Intangihility)

(Inseparability)

(Variabity)

(Perishebilty)

mi

17



18

15 (Services Marketing Mx)

(X (Zeitham
and Bitner ,2000 : 18)
( , 541 5))
4Ps ) (Product)
) (Price) 3) (Place) 4) (Promotion)

McCarthy (Booms and Bitner ,1961 : 46)
Philip Kotler ~ Malcom Mc Donald
(Haw Kins et d, 1998
1) 5 1) (Product
feature) 2)  (Price) 3 (Communications) 4)
(Distribution ) 5) (Services )

(Booms and Bitner 1981 49
(Services Marketing Mx)

4Ps FPs ]
(Participants) ~ 2) (Physical evidence) 3
(Process ) 4 P’

(Zeitham!
and Bitner, 2000)



Philip Kotler  Boorrs and Bitrer

(1976)
11 (Quelity) Y
12
(Feature and optiors ) /
13 £ (Style) Y
14 (Brand nae) Y
15¢( Y
(Packeging)
16
( ) /
17 (Waranty) Y
18 envice led
(Senvice level )
19 Y
( Other service )
1.10 (Senice lire)
n (Capabilities)
112
(Fedlitating goods )
113 Tangible dues
(Tangible clues)
114 (Price)
115 (Persordl)
116
(Physical environmernt)
117
(Process of Service ddlivery)
118
(Physical goods features )
119 /
(Quelity level)
120 (Accessories )

121 (Branding)

(181)

Y

zeithand and Bitrer
(19%)

zeithem!  and Bitrer
(&00)



Philip Kotler

(197)
2.
21 (Level) y
22 y
(Discounts and allonences)
23 /
(Payment tems)
24
(Qustormer perceived value )
25
(Quelity / price interaction)
26
(Differentiation )
27

(Fexiality)

Boorrs and Bitner
(18D

20

zeitharm and Bitner  zeithad and Bitrer

(19%) (&00)
y y
y
y y
y y
y y
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t ‘tu

3 til
Philip Katler Boorrs and Bitner  zeithar and Bitner  zeithaml and Bitrer
(197) (18D (1956 (200)
3 )
31 / y
(Distribution Charels )
32 y y
(Distribution coverage )
33 / y y /
(Qutlet location)
34 y
(Sdle teritonies))
35 y
(Inventary levels and  Location)
36 Yy
(Transportation Carmiers)
37 y
(Accessibilities)
38 y y
(Crannels type )
39 y y
(Bxposure)
310 Y y
(Transportation )
an termediaries y Yy
(Intermrediaries )
312 y y
(Storage)
313 ~~ ~Ar~

(Managing channels)



Btrer

41
(Advertising)
42 Persordl
(Persondl selling )

43
(Sale pramotion )

44
(Pubicity)
45

(Persomel)

46
(Physical environment)

47 )
(Fadllitating goods )
48

(Tangble Clues)

49
(Process of service delivery)

410

(Prarrotion blend)
41
(Sales people)

Philip Kotler

(197)

Boons and Bitner

(1%81)

zeitham and Bitner

(19%)

zeitham and

(@0

22



Philip Kotler Boors and Bitner
(1975 1081)
5
51 Persondl Z
( )
511" (Training)
512 (Discretion)
513
(Conmitrrent)
514 (Appearance)
515
(Interpersonal behevior)
52 (Attitucks) Z
53 (Other) Z
531 (Behaniar)
532 (Degree of Involvenrert)
533 (Qustorrer / Customer contact)
34 (Employee)
541 (Reaniting)
542 (Training)
543 (Motivation)
544  (Revardk)
545 (Teamwark)
55 (Custorrey)
551 (Eolucation)
552 (Training)
56 (Communicating)
561
(Quiture and values)
57

(Enployee research )

23

zeitham and Bitner zeithand and Bitner

(19%)

(@0



Philip Kotler
(1975)
6l
(Ewiromren)
611 (Fumishings)
612 (Cdor)
613 (Layour)
6.14 (Noise level )
6.2
(Fadllitating goodk)
63
(Tangble dues)
64
(Fecility design)
641 (Pesthetics)
64.2 (Functiondlity)
64.3 (Arrhient condition)
65 (Eouipment)
66 (Sgece)
6.7 (Employee dress)
68 (Other tangle)
631 (Repart)
6.82 (Business carck)
683 (Statenents)
6.84 (Guarantess)

Boorrs and Bitner
(1981)

y

zeitharm and Bitrer
(1)

24

zeitharrl and Bitner
(20



7
Philip Kotler Boorrs and Bitner
(197) (181)
71 (Poides) o
72 (Procedures) y
73 y
(Mechanization)
74 y
(Eployee discretion)
75 Yy
(Customer Invdverrent)
76 y
(Qustormer direction)
17 y
(Howor activities)
78
781 (Standardized)
782 (Qustorrized)
79 (Nurmber of Steps)
791  (Snple)
792 (Complex)
710

(Level of customer  Invdverrent)

151

25

zeithaml and Bitner  zeitham! and Bitner
(19%) (200
v
/ y
/ /

(Zeitham! and Biter ,2000)



152

153

154

155

156.

157

(Bitner, 1990)

26
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16

161

16.2

163

(Information Search)

(Evaluation of Alternatives)

(Service Purchase and Consumption)

28



29

(Zeithaml and Bitner, 2000 : 36-37)

164, (Postpurchase Evaluation)

(253%)
(253)

(2540)

(New Webster's Dictionary 1975 :

(Zeithaml and Bitner, 2000 : 74)
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181

182
183

184

185

(Zetham! and Bitmner, 199%)
(Reliability)

(Responsiveness)
(Assurance)

(Empathy)
(Tangibie)

(Zeithaml and Bitner ,2000 :75)

30
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32

(Dimension) (Subjective) (Objective)

1 1 '
2 2

2.1 2.1
(Responsiveness) (Efficiency)

(Productivity)
2.2

2.2 (Effectiveness)

(Equity™
2
2



21

21
2.2
23

211

2.2.2

2.2.3

2.24

2.2.5

33



22

23

10-800

34



2542:49)

802.49

2540

2540

;12011

1

2539

10

23.08

20

35



( 12542:49-50)

2.4
(2542 )

24.1.

2.4.2

20

36



37

2.4.3

D

Quality  Assurance, ISO Hospital
Accreditation

2)



3

AWIANTAUAUIINY 1A D
CHuLALoNGKORN UNIVERSITY

38



4)

6,736

3,043

3,125

39



2-3

1-2
21
51
6)
. . 2536-2538
44
24
60.87 90.36
2537-2538 25.13 32.80

46
33

7.59

2538-2540
2537-2538

48.45

2538-2540

40

30

2537-2538

30.52

43.41

17.38

. 2536-2538



(Marketing Strategy)

(Kotler and Armstrong, 1996)

3 ( , 2538 : 18)

31

(5 Ms : Man, Money, Materials, Machines, Management)

3.2

41



321

3.2.2
(Product Differentiation)
D
2
©)
4)

3.3
331
3.3.2

3..33

42

(Cost Leadership)

(Superior Performance)
(Innovative Features)
(Superior Service)
(Brand Prestige)
3
(Corporate strategy)
(Business strategy)

(Functional strategy)

( , 2538 : 22-25)

12543 )



11

12

13

14

15

16

micro

11

12

1.3

14

1.5

1.6

17

1.8

19

1.10

macro

43



micro

21

(public goods)

2.2
2.3

24

25

2.6

(Micro marketing)

11

21

2.2

2.3

2.4

25

(recycled)

macro

44



45

(Macro marketing)

( Kotler 1985 : 3-5

,2539 :42)) ] ,
Malden
(Public Service) (Economic Service)
“ " (
(2541 :1-2)

)
2529-2539 ( , 2540 : 23-28)



10

11

12

13

14

15

21

2.2

2.3

24

2.5

31

3.2

3.3

46



100 )

3.4

3.5
41
4.2

4.3

4.4
4.5
4.6

5.1
52
5.3
54
6.1

6.2

6.3

6.4
6.5

71
7.2
7.3
7.4

47



: 231-233)

D

2)

3

4)
5
(Free-ride trap)

6)

8)

3
(Publicity)
(Social Contribution)
(Community Awareness)
(Direct sell)

(Coat-tail strategy)

(Multi - level marketing)

48

(2538



41

(need)

30

(Teresa and Nystrom,1996)

(expectation)

(Cheng and Tam,1997

(Feigenbaum,1951)

(Crosby, 1979)

(Parasuraman and others,1985)

1 2542)

49

15

, 2544)



4.2

( ., 2544

421

4.2.2

4.2.3

50



43

4.4

4.2.4

Hospital Accreditation (HA)

2941 )

12542)
4.4.1

4.4.2

(Hospital Accreditation)

51



4.4.3

4.5

D

2

3

52



4.6

4.7

46.1
4.6.2
4.6.3
4.6.4
4.6.5
4.6.6
4.6.7
4.6.8
4.6.9

(Quality Improvement)

, 2542) )

, 2542)

(Total Quality Management)

53



54

4.8
(Total Quality Management, TQM)
(Total Quality Control, TQC)

TQC . (Arman V.Feigenbaum)
TQC
QM TQC 3 ” (Company
Wide Quality Control. CWQC) TQC

48.1

4.8.2

4.8.2 '

4.9

I1SO ,



491

4.9.2

4.9.3

494

4.9.5

4.9.6

4.9.7

4.9.8

4.9.9

" (Quality Circle)

55



4.9.10

49.11

4.10

1950

TOM  TQC

(Joseph M. Juran) (Philip Crosby)

4.10.1

4.10.2

(Quality First)
4.10.3

4.10.4

4.10.5

56

( . Edward Deming)

(Kaoru Ishikawa)



411

4.10.6

4.10.7

4.10.8

4.10.9

4.10.10

4.10.11

4.10.12

4.10.13

4.10.14

TQM

TQM

(TQM)

57



(2540)

(4P'S)

(2542)

(2543)

=094
=0.83 / =0.81 =0.61

321

58



(2539)
2537

(Teresa and Nystrom,1996)

(2539)

(Place) (Physical evidence)

1 (Brown and Swartz ,1989)
1128 !

59

(Product)



2

30 15

(Possin, 1988

(Lutheran)

60%

(Super and Mazzoni ,1987
2539) 1985 Penrose

(2537)

12531)

150

60



(Bitner, 1990)

(Baker, 1987) . (Bitner 11986) 1 (
Booms and Bitner ,1982) , (Kotler ,1973) 1 (Shostack ,1977) 1
(Upah and Fulton ,1985) 1 (Zeithaml 1 Parasuraman 1
and Berry ,1985)
( Bitner, 1990)

(Taylor,  1994)



(Zeithaml and Bitner, 2000)

Uszinnlsanenuna
- §3ua

Ja' m
- lengunaiunislugy
131

o .
-lenguNueI99Ansg

ANAUIMTDYAID

(HA)

n15lATUNsSUTRIAMININ

Tranenunaitlésy
NITUTBIAUNIN (HA)

- Taanennadialaila

N19IUIBIATUNIN

N155U3NSUTNTAINNTDY
s

nagnadaulstannisnain

=Y

usns

- NARS LTINS

-91A1

- FeINANIT LN

- NNFRILATHNTAANA

- YAAINg

- ANBUEN NN N

- NSTUUNNS LN

62




	บทที่ 2 เอกสารและงานวิจัยที่เกี่ยวข้อง
	แนวคิดและทฤษฎีเกี่ยวกับการตลาดบริการ
	หลักการบริหารโรงพยาบาลรัฐและเอกชน
	กลยุทธ์การตลาดในโรงพยาบาล
	การพัฒนาและรับรองคุณภาพโรงพยาบาล
	งานวิจัยที่เกี่ยวข้อง


